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Abstract: This study proposes an integrative model for business-to-consumer (B2C) repurchase intention in electronic commerce,
based on Bhattacherjee’s Expectation-Confirmation Theory (ECT), which has been extended using Cronin’s satisfaction market-
ing models –with par ticular focus on quality, value and satisfaction, as well as their second order effects-. The research also takes
into account customers’ purchasing habits, offering a comparative analysis of the behavioral differences between frequent and
non-frequent online shoppers. The research model includes the conceptualization of both value and quality as formative, second
order constructs, together with variables accounting for satisfaction, confirmation, perceived usefulness and purchasing habits. This
model has been tested with data from telephone surveys to 536 Spanish online shoppers. The statistical technique chosen for
empirical validation of the model was Par tial Least Squares (PLS), and the analysis was performed for both types of buyers –fre-
quent and non-frequent shoppers–. After the testing and validation of the model, a multi-group analysis with a parametric ap-
proach based on permutations was performed in order to assess the differences between the two groups. The results from the
study confirm the validity of the proposed model, which accounts for more than seventy percent of the variance explained for
repurchase intention, a larger value than the one from previous studies. The main findings stress the relevance of satisfaction and
purchasing habits as main determinants of online repurchase intention, as well as the importance of the confirmation process as
generator of satisfaction and as an antecedent of perceived usefulness. Other relevant findings are the non-significant path in the
direct relation between quality and satisfaction for both types of consumers –which is instead mediated by the value variable–
and the significant influence of perceived usefulness on repurchase intention only for the group of occasional purchasers, or «new-
comers» –consumers at early adoption stages–. The study also offers important practical implications and guidelines for marketers,
scholars and management, which are discussed in the final section. The main implication for practice derived from the results found
in this research is the need to clearly identify and separate frequent and occasional buyers in order to correctly target those two
segments using the most appropriate strategies by focusing on how to deliver value and confirmation of expectations for both
types of online shoppers. Indeed, if a company’s goal is to increase the number of new customers, It will have to focus on deliv-
ering perceived usefulness to their customers. If, on the other hand, the company aims towards building loyalty and developing re-
tention strategies focused on the most profitable customers and frequent purchasers, they must direct their effor ts towards max-
imizing satisfaction; this maximization must be achieved by maintaining both high quality standards, able to generate a perceived
value for customers, and delivering an overall shopping experience which lives up or surpasses customers’ expectations.
Key words: electronic commerce, B2C, repurchase intention, value, quality, satisfaction
Resumen: Este estudio propone un modelo integrador de la recompra en comercio electrónico (B2C), basado en la teoría de la
confirmación de expectativas, tomando como partida el modelo de Bhattacherjee extendido con el modelo de satisfacción Cronin.
El modelo de investigación se ha probado con 536 compradores españoles, usando análisis multigrupo. El modelo fue capaz de
explicar más del setenta por ciento de la varianza de la intención de recompra. Como resultados, la relación entre la calidad y la
satisfacción es no significativa para todos los tipos de consumidores y la  relación entre la utilidad y la recompra es no significati-
va sólo para los compradores más frecuentes. Algunas ideas para llevar a la práctica son presentadas a modo de discusión.
Palabras clave: comercio electrónico,B2C, intención de recompra, valor, calidad, satisfacción.
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1.  Introduction
Economies with high levels of preparation use the In-
ternet to improve their services and to create new
opportunities. Examples of these economies are the
United Kingdom, Sweden, Norway, Denmark or the
United States and as expected these are very well
positioned in electronic commerce (Jordán and
Pérez, 2010).
In 2008, B2C electronic commerce (EC-B2C) sales
reached €5.36 billion in Spain, with an average ex-
penditure per purchaser of €604 (Observatorio,
2009). Among Spanish Internet purchasers, 69.2% had
purchased in the previous year (Observatorio, 2009).
Attracting consumers to make their first purchase is
only the first step in creating and maintaining a com-
petitive and sustainable advantage in the long term,
with loyal and profitable customers (Hunt and Mor-
gon, 1995; Lee et al., 2000). Therefore, it is of great
importance to find out which factors may turn occa-
sional buyers –new and returning shoppers: individ-
uals claiming to have made their first online purchase
in the previous year, and those who bought any prod-
uct of service in the previous year but not the year
before, respectively– into loyal, returning ones; and
also, if these factors remain the same when they be-
come frequent buyers –individuals claiming to have
made online purchases during the last two years–.
An important line of research in EC-B2C repurchase
star ts from the models based on the Expectation
Confirmation Theory (ECT) (Oliver, 1977, 1980; Bhat-
tacherjee, 2001a, 2001b), which addresses repur-
chase intention –understood as the intention to con-
tinue using EC-B2C systems– based on user
satisfaction. Satisfaction occurs when the perceived
benefits in using a product or service are higher than
the expectations held prior to its use, that is, when
expectations are met or exceeded. 
2.   Theoretical background 
and research hypotheses
In recent years, researchers have proposed and em-
pirically tested integrative models of quality, value,
and satisfaction to understand better the pur-
chase/repurchase  process. The nature and meas-
urement of customer value, satisfaction and service
quality is prevalent in the marketing literature. The
theoretical justification for the linkages between qual-
ity, value, and satisfaction is derived from Bagozzi’s
(1992) framework, which suggests the initial service
evaluation leads to an emotional reaction that drives
behaviour.
This study integrates Bhattacherjee’s model (Bhat-
tacherjee, 2001a, 2001b) –from ECT theory- with
quality and value as antecedents of satisfaction. In-
deed, as Cronin (Cronin et al., 2000) indicates, the
relationship between quality, value and satisfaction,
as well as their interrelations, has engaged service re-
searchers during the last two decades due to their
practical interest for organisations and as an inspir-
ing concept for schools of thought such as that of
the “satisfied customer” (Oliver et al., 1997).
2.1.  Satisfaction
Satisfaction is “the result of consumers' ex-post as-
sessment based on their experience with the serv-
ice as a user, which may be indifferent, positive or
negative” (Moliner 2005). Satisfaction occurs when
the services received when using a product or serv-
ice surpass the expectations held prior to use; that
is, when there is a positive disconfirmation of the ex-
pectations (Oliver et al., 1997; Oliver 1980).
Bhattacherjee (2001b) and Oliver (1996) argue that
satisfaction is the main determinant of repurchase in-
tentions in B2C electronic commerce. The more sat-
isfied purchasers are, the more they buy. This leads
to the following hypothesis:
H1. Satisfaction has a positive effect on repurchase in-
tention. H1a. The influence of satisfaction on repurchase
is higher for frequent purchasers than for occasional
purchasers.
2.2.   Value
Currently, there are some differences between ap-
proaches to the multidimensional construct, de-
pending on its formulation (reflective or formative)
and its components. We have chosen a reflective for-
mulation for this study, since it is the dominant one
in scientific literature (Ruiz et al. 2008). As indicated
by some studies that explore value in depth, “it ap-
pears, presumably, that there are major correlations
between value components, because they are close-
ly interrelated. Hence, we could consider the exis-
tence of an explicative relation of value with its com-
ponents, in a way that components can appear
without changing the nature of value” (Sánchez and
Iniesta-Bonillo, 2007).
After reviewing the existing scientific literature on
the topic, we have chosen for this study a reflective
formulation based on the studies of Pura on direc-
tory services (Pura, 2005), since we consider that the
approach and the service (directories) are quite sim-
ilar to EC-B2C purchase services. Value can be de-
fined as “the consumer’s overall assessment of the
perceived usefulness of a product based on percep-
tion of what is received and what is given” (Zeithaml,
1998) and have various components:
Monetary value indicates perception of a good qual-
ity-price ratio or a low price compared to the alter-
natives (Sheth et al., 1999). Monetary value is ex-
pected to have an impact on the perceived total value. 
Convenience value represents the ease and speed
with which a task is performed in an efficient and ef-
fective way, saving both time and effor t (Anderson
and Srinivisan, 2003). 
Emotional value increases through amusement or en-
joyment from service experiences (Hoolbrook, 1994),
making users feel relaxed and obtain pleasure. Some
previous research (Sánchez-Franco and Roldán, 2005)
on Internet environments holds that emotional value
has a greater influence on purchase intentions for he-
donic products (e.g. leisure and entertainment).
Social value is social approval as a consequence of
service use (Sweeny and Soutar, 2001). Social value
is expected to have a greater influence on the use of
leisure and entertainment services (Drennan and Sul-
livan Mort, 2005). 
Conditional value is related to independence of time
and place, and it is experienced only in specific con-
texts or situations (Holbrook, 1994; Sheth et al.,
1991), depending on the time, location, social and
technological environment and the state of mind of
the user. Factors such as pressure due to time limi-
tation have an influence on value perceptions (Mal-
lat, 2005). Therefore, it may be stated that there is a
conditional value that positively influences monetary,
convenience, emotional and social value.
Epistemic value is also an antecedent of other value
components, as is conditional value. Epistemic value
refers to the value of novelty and is derived from
learning when doing usual things in a new way (Du-
man and Mattila, 2005). However, novelty is general-
ly seen as positive, since new products and services
generate curiosity and interest. (Yu, 2006) asser ts
that the value perceived by consumers is related to
their experience in buying or using a product or serv-
ice. Taking into account the aforementioned, the fol-
lowing hypothesis can be made:
H2. The value perceived by the customer has a positive
effect on perceived satisfaction. H2a. The influence of
perceived value on satisfaction is higher for frequent
purchasers than for occasional purchasers.
2.3.  Perceived quality
There are differences between value and quality: val-
ue is the relation between what is given and what is
received, and perceived quality is the assessment of
a product or service, which may not include an as-
sessment of price (Moliner, 2005). Also quality differs
from satisfaction since satisfaction is linked to a con-
sumption experience, while quality can be perceived
without having an actual experience (Moliner, 2005).
Perceived quality can be defined as an assessment of
the excellence of a product or its superiority over
other products or services on the market (Zeithaml,
1988). New conceptualisations of quality (Collier and
Bienstock, 2006) allege that perceived quality of serv-
ice is a multidimensional indicator –of a formative na-
ture– because it is the addition of different activities
that create a general perception of quality (Collier
and Bienstock, 2009).
Also, it has been demonstrated that web page design
of the e-shop, trust perception about the purchasing
experience and its security (Lee and Lin, 2005) have
influence on the quality perceived by Internet pur-
chasers. From these elements and the qualitative
study carried out among electronic commerce pur-
chasers, we have conceptualised perceived quality us-
ing three constructs: web quality, customised customer
support, and trust generated. Taking the above into
account, the following hypothesis can be made:
H3. The quality perceived by the customer has a posi-
tive effect on perceived satisfaction.
H4. The quality perceived by the customer has a posi-
tive effect on perceived value.
2.4.  Purchasing habits
Purchasing habit can be defined as “the automatic be-
havioural tendency shown historically by the individ-
ual” (Liao et al., 2006). Therefore, it is a behavioural
preference in the present that is often carried out
unconsciously, which affects behaviour beyond social
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attitudes and norms, generally extending current be-
haviour towards the future (Campbell and Cochrane,
1999). Thus, we can state:
H5. The relation between the current purchasing habits
and EC-B2C repurchase intention is significantly posi-
tive. H5a. The influence of current purchasing habits on
EC-B2C repurchase intention is higher for frequent pur-
chasers than for occasional purchasers.
2.5.  Confirmation and perceived usefulness
According to the expectation confirmation paradigm,
the consumer, after purchasing a product or service,
compares the results from the buying the product
with his own previously created expectations. Satis-
faction level is thus determined by this difference of
perceptions, which is called “expectation confirma-
tion” (Oliver, 1980).
Also, when confirmation is positive, there is an in-
crease in perceived potential perceived usefulness by
the consumer. As expectations are confirmed by use,
the perceived usefulness increases (Bhattacherjee,
2001a, 2001b). Davis (1989) suggest that the mere
perception of perceived usefulness (even if it does
not correspond to reality) will increase the intention
to use a system. 
H6. The relation between confirmation and satisfaction
is significantly positive.
H7. The relation between confirmation and perceived
usefulness is significantly positive.
H8. The relation between perceived usefulness and EC-
B2C repurchase intention is significantly positive. H8a.
The influence of perceived usefulness on repurchase in-
tention is higher for occasional purchasers than for fre-
quent purchasers.
3.  Research model 
Taking into account the variables from the biblio-
graphic review and the proposed hypotheses, the fol-
lowing model was proposed to explain the EC-B2C
repurchase  intention:
3.1.  Data collection
The proposed model was validated with data from
a telephone survey made to a sample of Spanish re-
spondents, obtaining 536 valid responses from In-
ternet purchasers. All the interviewees answered the
questionnaire. On average, frequent purchasers made
4.92 purchases in 2008 and occasional pur-
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Figure 1
Repurchase model for the study
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chasers 3.39. Table 1 shows detailed average expen-
diture and purchases by product/service type for
both segments of purchasers.
The sample was extracted from a panel of individu-
als, a fact that will enable longitudinal studies to be
carried out in the future. 
3.2.  Survey
A preliminary trial questionnaire was designed, adapt-
ing scientific literature items to the language and char-
acteristics of Spanish users. The questionnaire was val-
idated by a group of 20 experts from the electronic
commerce sphere and by a group of Ph.D. candidates.
All the items were measured using a Likert-7 scale.
The items used in the final survey have been validat-
ed in previous studies for the different constructs: val-
ue (Pura, 2005), quality (Lee and Lin, 2005; Collier and
BienStock, 2006), perceived usefulness, conformity, sat-
isfaction and repurchase intention (Bhattacherjee,
2001b). Finally, measurement of current purchasing
habit was adapted from (Liao et al., 2006).
3.3.  Statistical analysis
The analysis has been conducted using Par tial Least
Squares (PLS), an appropriate technique to test new
models (Wold, 1982), as is the case presented of this
study. PLS demands small sample sizes (Lohmoller,
1989) and allows data to be handled in one single
model for both reflective and formative indicators.
Since there were formative and reflective second
order constructs, the “means of latent variable
scores” (MLVS) technique (Chin and Gopal, 1995)
was used. All the analyses were performed in the fre-
quent purchasers´ cluster and the occasional pur-
chasers’ cluster.
Individual item reliability was analysed by measuring
the standard weights of the indicators of latent vari-
ables that presented a factor loading greater than
0.707 (Hair et al., 1998), although loadings of 0.5-0.6
(Chin, 1998; Cepeda and Roldán, 2004), can be ac-
ceptable in initial phases of development of the scale.
In our case, the great majority of reflective indicator
factor loadings register values between  0.80 and
0.90, except for the value indicators, whose values
are slightly lower, with a minimum close to the lim-
it of 0.6421 (Nunnally, 1978). Constructs with form-
ative indicators –in our case, perceived quality– must
be interpreted according to their weight instead of
their loadings. For the formative indicator of quality,
a variance inflation factor (VIF) test was carried out
in SPSS, obtaining values below the limit of 5 (Klein-
baum et al., 1998). From these results, it was decid-
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Table 1
Average number of purchases and average expenditure of frequent and occasional purchasers 
Frequent purchasers Occasional purchasers
Av. No. of purchases Av. Exp. (€) Av. No. of purchases Av. Exp. (€)
Transport tickets 3.37 505.77 3.0 372.24
Tickets for shows 2.77 139.25 2.0 110.62
Books 2.71 95.96 2.0 68.16
Accommodation bookings 1.89 525.68 1.83 410.16
Clothes and accessories 3.03 199.31 2.7 75.04
Software 1.59 109.24 1.33 145.53
DVDs, music and videogames 2.33 92.44 2.37 76.81
Internet services 2.1 176.81 1.18 132
Financial services 2.96 5767.86 1.96 1313.46
Electronics 1.79 254.73 1.57 138.39
Food and miscellaneous products 3.54 249.92 2.71 260.41
Games of chance/contests 4.25 206.36 0 0
Car hiring and motor products 1.51 244.43 2.17 173.33
Appliances and home furnishings 1.52 310.36 1.94 360.44
Paid social networks 1 20 0 0
ed not to eliminate any indicator at this stage (see
table 2).
Convergent validity only needs to be studied for re-
flective indicators, by compound reliability and aver-
age variance extracted from the constructs, which
should be above 0.7 and 0.5 respectively, according
to recommendations of various authors (Hair et al.,
1998; Fornell and Larcker, 1981). In our case, values
above 0.842 were obtained for compound reliability
and 0.574 for the average variance extracted (AVE).
Discriminant validity (Table 3) was assessed using the
Average Variance Extracted (AVE). Here, it can be
seen that the square root of the AVE is greater than
the correlations between the constructs and higher
than 0.7 (Chin, 2003).
The structural model was analyzed by performing a
bootstrap resampling procedure of 500 samples
(Chin, 2003). Path coefficients are above the limit val-
ue of 0.2 in all cases, except for the quality-satisfac-
tion path for occasional purchasers, and for the per-
ceived usefulness-repurchase and quality-satisfaction
paths for frequent purchasers. 
The results for the model are represented graphi-
cally in Figure 2.
To compare the two groups, we performed a multi-
group analysis with a parametric approach based on
permutations (Chin, 2003) since both subsamples
had equal variances –when conducting a Levene's
test, the obtained p-value exceeded 0.05–. The re-
sults obtained are shown in Table 4.
Table 5 summarises the supported and supported hy-
potheses. From table 5, all the hypotheses except H3
(quality-satisfaction relation, for both types of pur-
chasers) and H8 (perceived usefulness-repurchase in-
tention, for frequent purchasers) have been support-
ed. The main results are discussed in the final section.
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Table 2
Confirmatory factorial analysis for the measurement model (construct reliability and convergent validity)
Frequent purchasers Occasional purchasers
Purchasing habits Repurchase intention Purchasing habits Repurchase intention
CR1 = 0.912
AVE = 0.838
CR = 0.983
AVE = 0.967
CR = 0.938
AVE = 0.883
CR = 0.984
AVE = 0.969
PH1 = 0.9041
PH2 = 0.9261
RI1 = 0.983
RI2 = 0.983
PH1 = 0.9322
PH2=  0.9475
RI1 = 0.9846
RI2 = 0.9845
Satisfaction Perceived usefulness Satisfaction Perceived usefulness
CR = 0.939
AVE = 0.837
CR = 0.860
AVE = 0.672
CR = 0.920
AVE = 0.793
CR = 0.894
AVE = 0.737
SA1 = 0.8746
SA2 = 0.9246
SA3 = 0.9438
PU1 = 0.8685
PU2 = 0.8086
PU3 = 0.7790
SA1 = 0.8438
SA2 = 0.9010
SA3 = 0.9250
PU1 = 0.8835
PU2 = 0.8288
PU3 = 0.8631
Confirmation Value Confirmation Value
CR = 0.937
AVE = 0.832
CR = 0.842
AVE = 0.574
CR = 0.945
AVE = 0.852
CR = 0.845
AVE = 0.579
CO1 = 0.9254
CO2 = 0.9073
CO3 = 0.9044
ValC = 0.8353
ValM = 0.7217
ValS = 0.6664
ValE = 0.7955
CO1 = 0.9138
CO2 = 0.9381
CO3 = 0.9175
ValC = 0.6421
ValM = 0.7838
ValS = 0. 7776
ValE = 0.8277
Perceived quality (second order, formative) Perceived quality (second order, formative)
QuaWeb (VIF=1.629; Weight=0.4185)
QuaAtt (VIF=2.430; Weight=0.092)
QuaTrust (VIF=2.496; Weight=0.6318)
QuaWeb (VIF=1.593; Weight=0.308)
QuaAtt (VIF=2.355; Weight=0.1582)
QuaTrust (VIF=2.149; Weight=0.7177)
1 Compound Reliability.
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Table 3
Discriminant validity for frequent and occasional purchasers. AVE analysis
Figure 2
Study results for frequent/occasional purchasers
Frequent purchasers PH RI SA CO PU VA QU
Habit 0.915
Repurchase intention 0.763 0.983
Satisfaction 0.694 0.797 0.915
Confirmation 0.435 0.488 0.691 0.912
Perceived usefulness 0.615 0.613 0.688 0.572 0.82
Value 0.545 0.587 0.658 0.527 0.608 0.758
Quality 0.429 0.513 0.585 0.574 0.557 0.621 n.a.
Occasional purchasers PH RI SA CO PU VA QU
Habit 0.94
Repurchase intention 0.762 0.984
Satisfaction 0.688 0.785 0.891
Confirmation 0.447 0.548 0.730 0.923
Perceived usefulness 0.631 0.718 0.714 0.715 0.858
Value 0.588 0.566 0.645 0.618 0.594 0.761
Quality 0.41 0.443 0.602 0.641 0.542 0.619 n.a.
ValS
ValE
ValM
ValC
Value
Quality
Satisfaction
Confirmation
Perceived
Usefulness
QuaA
QuaW
QuaT
Repurchase
intention
Purchasing
habits
0,666/0,777
0,795/0,827
0,835/0,642
0,493/0,485
0,572/0,715
0,632/0,567
0,418/0,308
0,09/0,158
0,631/0,717
0,089ns/0,142ns
0,508/0,381
R2=0,399/0,322
R2=0,588/0,606
R2=0,327/0,512
R2=0,721/0,732
0,017ns/0,218
0,402/0,362
0,324/0,265
0,721/0,777
Tabla 4
T-test for multi-group analyses
Standard Errors
Sp βFr. - βOc.l t- value
Freq. Occ.
Satisfaction → Repurchase intention (Fr.>Oc.) 0.049 0.071 0.065 0.127 21.008 
Value → Satisfaction (Fr.>Oc.) 0.044 0.067 0.061 0.059 10.43 
Habit → Repurchase intention (Fr.>Oc.) 0.048 0.071 0.065 0.04 6.641 
Perceived usefulness → Repurchase (Oc.>Fr.) 0.043 0.07 0.063 -0.201 -34.365 
For n=534 subsamples: *p<0.05; ** p<0.01; *** p<0.001 (based on a one-tailed t-Student distribution)
t(0.05; 534)=1.9644; t(0.01; 534)=2.59; t(0.001; 534)=3.31
4.  Discussion of results and conclusions
4.1.  Discussion of results
In this study, a repurchase model integrating ECT with
value and satisfaction from service marketing theories
was presented. Also, purchasing habits have been in-
cluded in the model. Value and quality have been con-
ceptualised, following existing research lines, as form-
ative and reflective second order constructs,
respectively explaining a higher variance of repurchase
intention than previous studies. 
The explanation of repurchase intention has exceed-
ed 70% for both groups of Internet shoppers, which
far exceeds the 41% explained in Bhattacherjee’s re-
search (Bhattacherjee, 2001b). This indicates that the
integration of compatible models and constructs al-
lows the elaboration of more accurate models. 
Satisfaction is the main determinant in repurchase in-
tention, which confirms the results obtained in previ-
ous studies. Other authors defend the importance of
the expectation confirmation process and its effects
on satisfaction and behavioural intentions (Erevelles
and Leavitt, 1992; Mittal et al., 2000); thus, findings from
this study confirm previous research. As confirmed by
recent studies (Liao et al., 2006), purchasing habits also
appear as an influential factor in repurchase intention. 
Surprisingly, perceived usefulness only has been found
to have significant influence on repurchase intention
for the group of occasional purchasers. Although tra-
ditionally considered a key element in TAM (Davis,
1989), this is not the first research in which perceived
usefulness does not seem to have an impact on re-
purchase intention; in the past, some research found
that perceived usefulness was non-significant for re-
purchase intentions of those Internet shoppers that
were “oriented towards experiences” (those who
make most use of the Internet), while it was significant
for shoppers that were “oriented towards specific
tasks” (who used the Internet less and for specific ac-
tivities) (Sánchez-Franco and Roldán, 2005). 
Nevertheless, results from this research show that, dis-
regard the type of purchase, perceived usefulness is a
relevant factor only for “newcomers” –consumers at
early adoption stages– and with decreasing relevance
as frequency of shopping increases. The reason behind
this finding could lie on experience as a moderating
factor of perceived usefulness; thus, as experience in-
creases, the buyer focuses more on the purchasing ex-
perience result –perceived satisfaction through value
and confirmation of expectations– than on the pur-
chasing process. 
Value, as expected, has a significant and positive influ-
ence on satisfaction, but the relative weights of each
of its components were different for both groups; in
the case of frequent buyers, convenience value stands
out as the most important factor, slightly more im-
portant than emotional value and far more than mon-
etary value. Therefore, time saving was considered
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Table 5
Supported and not supported hypotheses of the research
Freq. Occ.
H1. Satisfaction has a positive effect on repurchase intention.  
H1a. The relation between satisfaction on repurchase is higher for frequent purchasers than for occasional 
purchasers 
H2. The value perceived by the customer has a positive effect on perceived satisfaction.  
H2a. The influence of perceived value on satisfaction is higher for frequent purchasers than for occasional 
purchasers 
H3. The quality perceived by the customer has a positive effect on perceived satisfaction.  
H4. The quality perceived by the customer has a positive effect on perceived value.  
H5. The relation between the current purchasing habits and EC-B2C repurchase intention is significantly positive.  
H5a. The influence of current purchasing habits on EC-B2C repurchase intention is higher for frequent purchasers
than for occasional purchasers. 
H6. The relation between confirmation and satisfaction is significantly positive.  
H7. The relation between confirmation and perceived usefulness is significantly positive.  
H8. The relation between perceived usefulness and EC-B2C repurchase intention is significantly positive.  
H8a. The influence of perceived usefulness on repurchase intention is higher for occasional purchasers than for 
frequent purchasers 
more impor tant than cost saving and convenience
more important than quality-price ratio; some guide-
lines for marketers on how to improve convenience
value for frequent shoppers are given in the next sec-
tion. However, occasional buyers seemed to appreci-
ate more the emotional and hedonic benefits derived
from the purchase process than any other perceived
value. The underlying reason behind this fact may be
explained by the very same definition proposed for
this group of buyers and their behaviour : to occasional
buyers, Internet is just another supplementary shop-
ping channel, and they tend to use EC-B2C because
they may find some sporadic special offer (monetary
value) or because they search for some product they
feel they need and which is too specific to be found
in traditional shops near them.
4.2.  Implications for management
The first conclusion is the need and convenience to
segment B2C electronic commerce users, since their
repurchase behaviours are different. The number of
Internet users in Spain rose from 23.1% of the popu-
lation aged 15 and over in 2001 to 58.3% in 2008 (Ob-
servatorio, 2009). Therefore, the target market has
been increasingly raising and we need to identify the
specific needs of the different purchaser segments to
offer them differentiated solutions. As some authors
indicate (Hernandez et al., 2009), it is important to
study buyers’ behaviour based on their level of expe-
rience. 
Satisfaction is a strong determinant for repeating pur-
chases for both sets of costumers. However, there are
some differences: for example, occasional Internet pur-
chasers demand perceived usefulness, a factor that is
not statistically relevant for frequent purchasers and
which contains a strong rational component (Bhat-
tacherjee, 2001b). 
Therefore, if a company’s goal is to increase the num-
ber of new customers, it will have to deliver this per-
ceived usefulness in the form of greater simplicity in
the purchase process (ease of Web product search or
recalling user preferences, for example), widening of
the product and brand offer, delivery to the location
chosen by the customer (e.g. home or workplace), or
improved customer support. Many of these measures
entail a high economic cost. As implications for man-
agement if what the business wants is to develop a
loyalty and retention strategy for profitable customers
focusing on frequent Internet purchasers, the most im-
portant thing is to maintain satisfaction by keeping ex-
pectation confirmation high and generating perceived
quality and value. In times of crisis, purchasers demand
monetary value, getting more value out of the mon-
ey spent. 
Generating value at a lower cost is also possible, and
social and emotional values are good examples. One
way to do it could be the use of existing social net-
works or creating a specific ad-hoc one. Many com-
panies do not adequately exploit the opinions from
product users, which can be an excellent feedback for
the selling company and which enable social interac-
tion between purchasers. The idea is to be unique and
different (Mata, 2010) in the B2C sector.
4.3.  Limitations 
The study also presents some limitations. On the one
hand, there is a need to go deeper into quality and val-
ue constructs, by studying their reflective and forma-
tive nature in depth, as well as their interactions and
correlations with other constructs such as utility. On
the other hand, the indicators of second order con-
structs should also be studied in depth to obtain im-
proved metrics. 
This study has been conducted among EC-B2C pur-
chasers, who were asked about the type of products
and services they purchased, the expenditure on them
and inconveniences experienced in the purchase
process. Therefore, the values obtained are useful for
an average user, but it seems that more specific infor-
mation could be obtained by using a specific measure
for specific products or services (or specific electron-
ic commerce shops) (Sánchez-Franco and  Roldán,
2005).
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